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Chapter 4: Marketing with Social media  
dŚĞƚĞƌŵ ‘social media ?ĚĞƐĐƌŝďĞƐĂŶǇŬŝŶĚŽĨŽŶůŝŶĞƉůĂƚĨŽƌŵŝŶǁŚŝĐŚƚŚĞƵƐĞƌƐĐĂŶ
exchange content. That content can be actual digital objects (films, music, and other files) or 
literally just opinions, news and views. As such, these platforms represent a fabulous 
possibility for libraries. It is not something to fret about or agonise over; it is an opportunity 
to be seized. Via social media libraries can market directly to their patrons and potential 
patrons, and engage them in the kind of proper dialogue which marketing should be all 
about. 
Using social media as a marketing channel is very straightforward. Here is a quick analogy to 
try and explain the value of social media to the sceptics. Imagine you have a poster 
advertising your library  W it contains some (static) information, presents it well, and you put 
your poster up all over town and hope the right people see it. You never know for sure how 
many people see it, or what they think of it. But you cross your fingers and hope it works. 
Now imagine a poster which is interactive and whose information can change from day to 
day  W imagine taking that poster individually to hundreds or even thousands of potential 
patrons at once and getting their feedback on it, answering their questions, even monitoring 
ǁŚĂƚƚŚĞǇƐĂǇĂďŽƵƚƚŚĞƉŽƐƚĞƌŝŶǇŽƵƌĂďƐĞŶĐĞĂŶĚĂĚĂƉƚŝŶŐŝƚƚŽƐƵŝƚƚŚĞŵďĞƚƚĞƌ ?dŚĂƚ ?Ɛ
what social media does.  
ŶĚŽŶƚŽƉŽĨĂůůƚŚĂƚ ?ŝƚ ?ƐŵŽƐƚůǇĨƌĞĞ ? 
Do your patrons use social media?  
The short answer is: yes. The longer answer is: of course there will be exceptions, but 
increasingly more and more of your target audience will be using one form of social media 
or another. Worldwide, people spend on average more time on social media each week 
than they do on email (TNS, 2010). 
At the time of writing there are 11.7 million active social networkers in Canada, 114.5 
million in the USA, 7 million in Australia. The UK has 19.3 million active social networkers 
(GlobalWebIndex, 2011)  W when you consider how many of the approximately 65 million 
people in the UK are either too young or too old, that represents a huge percentage of the 
population. Throughout this chapter the figures can only go so far to represent the 
situation, as they are changing all the time  W in most cases, increasing rapidly. By the time 
you read this, the numbers above will almost certainly have increased considerably.  
The rest of this chapter assumes some familiarity with social media platforms. To list all the 
different types of social media tools and what they do would leave very little space for tips 
ŽŶŚŽǁƚŽŵĂƌŬĞƚǁŝƚŚƚŚĞŵ ?ĨŽƌƚŚŝƐƌĞĂƐŽŶ/ ?ǀĞƉƵƚĂďĂƐŝĐŽǀĞƌǀŝĞǁŽĨsocial media 
ƉůĂƚĨŽƌŵƐŝŶƉƉĞŶĚŝǆ ?/ĨǇŽƵ ?ǀĞŶĞǀĞƌƵƐĞĚsocial media before, it might be best to read 
the Appendix first  W it begins on page 00  W and them come back and finish off this chapter.  
dŚĞƚŽŽůƐǁĞ ?ůůďĞĚŝƐĐƵƐƐŝŶŐŝŶƚŚŝƐĐŚĂƉƚĞƌĂƌĞďůŽŐƐ ?ŵŝĐƌŽďůŽgs, and social networks. 
Other web 2.0 tools and new technologies, such as wikis, QR codes, video sharing and so on, 
are discussed separately in the next chapter,  ‘Marketing with New Technologies ?.  
The case studies in this chapter are from the British Library on all aspects of their social 
media marketing, Manchester Libraries on their use of Facebook, and New York Public 
Library on their use of Twitter. 
General principles of marketing with social media 
x <ŶŽǁǁŚǇǇŽƵ ?ƌĞƚŚĞƌĞ ?ĂĐŚŽĨǇŽƵƌůŝďƌĂƌǇ ?Ɛsocial media profiles should have a 
purpose and a focus of its own. 
x ŽŶ ?ƚŽǀĞƌĐŽŵŵŝƚ ?Defunct social media profiles can do more harm than good  W so 
ŵĂŬĞƐƵƌĞǇŽƵĐĂŶƉƌŽǀŝĚĞĞŶŽƵŐŚƌĞƐŽƵƌĐĞƐƚŽƌƵŶĞĂĐŚƉƌŽĨŝůĞǁĞůů ?ŽƌĚŽŶ ?ƚƌƵŶŝƚ
at all. 
x Get the tone right. Because Web 2 is all about dialogue, the tone you use on social 
media sites should be conversational. Many libraries start off rather stiffly on social 
networks  W ƚŚĂƚ ?ƐŽŬĂǇ ?ĂƐůŽŶŐĂƐŽǀĞƌƚŝŵĞǇŽƵďĞĐŽŵĞůĞƐƐĨŽƌŵĂůĂŶĚƌĞůĂǆĂ
little. What you should be aiming for is informal but not overly familiar, friendly but 
not overly personal, colloquial but grammatically, syntactically and orthographically 
ĐŽƌƌĞĐƚ ?/ƚ ?ƐĂŚĂƌĚďĂůĂŶĐĞƚŽƐƚƌŝŬĞ ?ƵƚŝĨǇŽƵ ?ƌĞĨƌŝĞŶĚůǇ ?ŝŶĨŽƌŵĂů ?ĂƵƚŚŽƌŝƚĂƚŝǀĞ
and you spell everything correctly, ǇŽƵ ?ƌĞŵŽƌĞƚŚĂŶŚĂůĨǁĂǇƚŚĞƌĞ ? 
x Listen! Marketing is an on-going conversation between the marketer and the target 
audience, so social media platforms are a fantastic way to listen to what is being said 
by that audience. Imagine how many focus gƌŽƵƉƐǇŽƵ ?ĚŚĂǀĞƚŽƐĞƚƵƉƚŽŐĂƌŶĞƌĂƐ
much feedback as you can from asking questions to hundreds of followers via social 
media ?DĂŶǇŵĂƌŬĞƚĞƌƐƚĂůŬĂďŽƵƚ ‘ƚŚĞŽŶĞŝŶĨŽƵƌƌƵůĞ ?ŽŶsocial media platforms, 
and on Twitter in particular  W only one in four  updates or tweets should be directly 
promoting your own brand, and the other three should be replies; reconstituting 
ŽƚŚĞƌƉĞŽƉůĞ ?ƐĐŽŶƚĞŶƚ ? or something else not directly related to whatever it is you 
ĂƌĞƚƌǇŝŶŐƚŽŵĂƌŬĞƚ ?/ǁŽƵůĚŶ ?ƚĂĚǀŝƐĞƐƚŝĐŬŝŶŐƌŝŐŝĚůy to this but it does give some 
ŝŶĚŝĐĂƚŝŽŶŽĨũƵƐƚŚŽǁŝŵƉŽƌƚĂŶƚƚŚĞ ‘ĐŽŶǀĞƌƐĂƚŝŽŶǀĞƌƐƵƐďƌŽĂĚĐĂƐƚ ?ƉƌŝŶĐŝƉůĞŝƐ. 
x Get the message across. In my opinion, library use of web 2.0 platforms should be 
aiming to accomplish the following: add value in order to increase engagement so 
that you can deliver key messages to a wider audience. In other words, make your 
Twitter feed (or whatever) more interesting so more people follow you, so that more 
people then get the really important messages you want to market about your 
library. The added value parts (the replies, the links to external content and so on) 
are what give your social media presences personality, and the personality is what 
draws in more followers. Then when you have the really important messages to 
impart (new opening hours, new collections, new services or whatever you really 
need to convey) there are more members of your captive audience. If on the other 
hand you only communicate those really important messages, people will think 
ǇŽƵ ?ƌĞďŽƌŝŶŐƐŽǇŽƵ ?ll reach fewer patrons and potential patrons. 
x Make social media part of something bigger. Your social media ŵĂƌŬĞƚŝŶŐƐŚŽƵůĚŶ ?ƚ
exist in isolation  W it works best when combined with more traditional promotion. 
More on this below 
x Act quickly if it all goes wrong. Sometimes human error creeps in and the person 
tweeting or updating a Facebook status gets mixed up between their personal and 
institutional accounts. Inappropriate content (most usually simple opinions or 
anecdotes) can be inadvertently shared via social media and when this happens, 
respond quickly, honestly, and apologise with the appropriate level of seriousness. A 
little slip does not require a huge and sombre apology  W that only draws attention to 
what has happened and makes people over-estimate ŝƚƐŐƌĂǀŝƚǇ ?ƋƵŝĐŬ ‘KŽƉƐ ?ƐŽƌƌǇ
 W ǁƌŽŶŐĂĐĐŽƵŶƚƚŚĞƌĞ ? ?ŵĂǇǁĞůůďĞĨŝŶĞ ?KŶƚŚĞŽƚŚĞƌƐŝĚĞŽĨƚŚĞĐŽŝŶ ?ĂƐĞƌŝŽƵƐƐůŝƉ
(such as tweeting something obscene or otherwise offensive) needs swift and 
decisive action. An hour is an absolute eternity in social media terms  W the mishap 
may have been ReTweeted by others a hundred times by the time you delete the 
original offending item... 
 
Before we go into the specific marketing applications of each tool, we can get a feel for how 
libraries can market with social media via a case study, from the British Library. 
Case study 10: Social media ĂƚƚŚĞƌŝƚŝƐŚ>ŝďƌĂƌǇ ?ƐƵƐŝŶĞƐƐĂŶĚ/WĞŶƚƌĞ ?&ƌĂŶĐĞƐdĂǇůŽƌ 
dŚĞƌŝƚŝƐŚ>ŝďƌĂƌǇ ?ƐBusiness and IP Centre is a multifaceted organisation  W it is attached to a 
public library but its operation has more in common with a Special Library. They use five 
main social media platforms for a variety of purposes: two networks, blogs, microblogs, and 
video sharing. Marketing Manager Frances Taylor gave in an-depth overview of their 
marketing activity.   
Firstly can you tell us which social media platforms you use, and what you use them 
for? 
We use all the big social media sites: Facebook, Twitter, LinkedIn and YouTube.  Our aim 
is to raise awareness of the Business & IP Centre and promote our services, to provide a 
platform for entrepreneurs to network and to engage with our partners and customers. 
Social media has been invaluable in helping us to engage with our target audience of 
entrepreneurs and small businesses.  We have found that each site works well in 
different ways: 
&ĂĐĞďŽŽŬŝƐŐƌĞĂƚĨŽƌƉƌŽŵŽƚŝŶŐĞǀĞŶƚƐĂŶĚƌƵŶŶŝŶŐĐŽŵƉĞƚŝƚŝŽŶƐ ?,ŽǁĞǀĞƌŝƚŝƐŶ ?ƚĂƐ
ďƵƐŝŶĞƐƐĨŽĐƵƐĞĚĂŶĚĚŽĞƐŶ ?ƚǁŽƌŬĂƐǁĞůůĂƐĂƉůĂƚĨŽƌŵĨŽƌƐĞƌŝŽƵƐĚĞďĂƚĞ ? 
Twitter allows us to stay in touch with our partner organisations and stakeholders more 
easily.  We use it to monitor our brand and as a customer services tool.  If a customer 
has a negative or positive experience at the British Library and writes about it on 
Twitter, our aim is to pick it up quickly and to respond. 
LinkedIn is useful for giving people a place to engage with each other.  It works well for 
business discussions and promoting events.  Although it can be difficult trying to stop 
users of our LinkedIn group from adding spam. 
We run a series of high ƉƌŽĨŝůĞĞǀĞŶƚƐĐĂůůĞĚ ‘/ŶƐƉŝƌŝŶŐŶƚƌĞƉƌĞŶĞƵƌƐ ?ǁŝƚŚƉƌĞǀŝŽƵƐ
speakers including Lord Sugar, Stelios Haji-Ioannou and the late Dame Anita Roddick.  
We film all of our events and put them on our YouTube channel.  So far we have had 
over 218,000 video plays. 
Lastly, the manager of the Centre, Neil Infield, and our expert in patents, Steve van 
Dulken, both write blogs for the Centre.  They get thousands of views every month and 
drive the third most traffic to our website after search engines and Facebook.  We have 
found that blogs can be a useful way of enhancing your ranking on Google. 
 
The process of marketing is about understanding the market as well as promoting 
services to that market  W do you use social media to gather information on patrons, 
potential users, business partners and other organisations in your area?  
 
Definitely!  Our approach to social media is to make sure that we spend as much time 
following and listening to other people as posting information about ourselves.  We try 
to immerse ourselves in the world of business support and stay informed of all the latest 
news and trends. 
When organisations only post information about themselves on Twitter it can be very 
off-putting.  I use the analogy of going to a party  W ǇŽƵǁŽƵůĚŶ ?ƚƐƚĂŶĚŝŶĂĐorner of the 
ƌŽŽŵĂŶĚƐŚŽƵƚĂƚƉĞŽƉůĞ ?/ƚ ?ƐĞǆĂĐƚůǇƚŚĞƐĂŵĞŽŶTwitter.  You need to ensure that 
ǇŽƵ ?ƌĞŝŶƚĞƌĞƐƚĞĚŝŶƚŚĞƉĞŽƉůĞƚŚĂƚǇŽƵĨŽůůŽǁ ?ĂŶĚƚŚĂƚǇŽƵĞŶŐĂŐĞǁŝƚŚƚŚĞŵ ? 
 
Can you tell us about any interesting social media campaigns you have run? 
tĞĂƌĞƉĂƌƚŝĐƵůĂƌůǇƉƌŽƵĚŽĨĂĐĂŵƉĂŝŐŶǁĞƌĂŶĨŽƌĂŶ ‘/ŶƐƉŝƌŝŶŐŶƚƌĞƉƌĞŶĞƵƌƐ ?ĞǀĞŶƚ
on social media.  We arranged for the event to be streamed live over the internet and 
online viewers could submit questions to the panel of speakers.  We encouraged viewers 
on-site and on-line to use our Twitter hashtag #bipcsocial.  We also partnered with our 
equivalent in the US, the New York Public Library.  They put on a free event where their 
members could watch the event live from one of their meeting rooms.  On top of this, 
Real Business magazine and Business Zone wrote live blogs about the event.  Lastly, to 
bring it all together, we ran a live Twitter feed on the stage which, admittedly, was quite 
daunting for the speakers, but great fun. 
/ ?ŵƌĞĂůůǇŝŶƚĞƌĞƐƚĞĚŝŶƚhe relationship between social media and physical spaces as I 
think the two can work extremely well together.  Last year we ran a networking event 
ĐĂůůĞĚ ‘&ĂĐĞďŽŽŬǀƐ ?>ŝŶŬĞĚ/Ŷ ?ǁŚĞƌĞǁĞŝŶǀŝƚĞĚŽƵƌĨŽůůŽǁĞƌƐĨƌŽŵĞĂĐŚŽĨƚŚĞƐŝƚĞƐƚŽ
come together and meet face-to-face.  It was a big success, and places sold out in a few 
hours. 
More recently, I have been experimenting with competitions and using Twitter hashtags 
to generate user content. 
Was there resistance to using social media initially? Did you get comments along the 
ůŝŶĞƐŽĨ ?/ ?ŵŶŽƚƐƵƌĞŽƵƌƵƐĞƌƐƌĞĂůůǇǁĂŶƚƚŽďĞĨƌŝĞŶĚƐǁŝƚŚƵƐŽŶĂƐŽĐŝĂůŶĞƚǁŽƌŬ ?
etc.?  
Luckily, staff at the British Library are open-minded towards social media ĂŶĚ/ĚŝĚŶ ?ƚ
face any resistance.  I have also been an active user of social media in my personal life 
for a number of years, which I think really helped when persuading other people of its 
value.  
 
^ĂǇŝŶŐƚŚĂƚ ?ŝƚ ?ƐŝŵƉŽƌƚĂŶƚƚŽĂƉƉƌŽĂĐŚŝƚĨƌŽŵĂďƵƐŝŶĞƐƐƉĞƌƐƉĞĐƚŝǀĞ ?tŚĞŶƉĞƌƐƵĂĚŝŶŐ
your managers to let you have a presence, you need to be really clear of the outcomes 
that you want, how you will ensure quality and how you will monitor success.  One of 
the big challenges is time  W social media can take a lot of resource to set up and 
maintain.  Saying that, in this economic climate social media is also an attractive 
marketing tool to use, in that it is often free.  
 
Can you explain a little about how using social media fits in with the rest of your more 
traditional marketing efforts? 
/ ?ŵƚƌĂŝŶĞĚĂƐĂƚƌĂĚŝƚŝŽŶĂůŵĂƌŬĞƚĞƌ ?ƚŚerefore I see social media as one piece of a larger 
puzzle.  Often I will run campaigns that involve the full marketing mix, including press, e-
newsletters and e-flyers, the website, advertising campaigns, working with partners, etc.  
By using a range of media, you can ensure that your campaigns have maximum impact. 
In an ideal world, an entrepreneur would see an advert for the Centre, read an article 
about us in a newspaper, be recommended to us by a partner organisation and then 
follow us on Twitter. 
/ƚ ?Ɛ also important to ensure that people can find you easily on social media sites.  You 
can add links from your emails and website as a way of gaining more followers. 
 
What advice would you give to a library just starting to promote their services using 
social media? 
Here are my top five tips for libraries: 
1. Have a strategy. Be very clear about who your target audience is, which social media 
ƐŝƚĞƐǇŽƵƌĐƵƐƚŽŵĞƌƐƵƐĞĂŶĚǁŚǇǇŽƵ ?ƌĞĚŽŝŶŐŝƚ ? 
2. ^ƚĂƌƚƐŵĂůů ?/ƚ ?ƐďĞƚƚĞƌƚŽĚŽŽŶĞƚŚŝŶŐƉƌŽƉĞƌůǇƚŚĂŶƚŽĞŶĚƵƉǁŝƚŚlots of sad, neglected 
profiles all over the web. 
3. dŚŝŶŬĂďŽƵƚƐƵĐĐĞƐƐŵĞĂƐƵƌĞƐ ?/ƚŝƐŶ ?ƚĂďŽƵƚŚĂǀŝŶŐ ? ? ? ? ?ĨŽůůŽǁĞƌƐŽŶTwitter: what 
happened as a result of them following you?  Did you change their behaviour or their 
perception of your library? 
4. Develop a tone of voice. You need to think about your writing style  W ours is informal but 
ǁĞĂƌĞĐĂƌĞĨƵůƚŽĞŶƐƵƌĞƚŚĂƚǁĞƵƐĞĐŽƌƌĞĐƚŐƌĂŵŵĂƌĂŶĚƐƉĞůůŝŶŐ ?/ƚ ?ƐƵƐĞĨƵůƚŽŚĂǀĞĂ
 ‘ŚŽƵƐĞƐƚǇůĞ ? ?
5. Train your staff and share ideas:  I like the idea of developing a culture within 
ŽƌŐĂŶŝƐĂƚŝŽŶƐƚŚĂƚĂůůŽǁƐƉĞŽƉůĞƚŽĞǆƉĞƌŝŵĞŶƚĂŶĚƐƵƉƉŽƌƚŽŶĞĂŶŽƚŚĞƌ ?/ƚ ?ƐŝŵƉŽƌƚĂŶƚ
to ensure that any social media activity is of the highest quality, but you also give staff 
the opportunity to experiment. A common mistake is when organisations say that they 
ǁĂŶƚƚŽ ‘ĐŽŶƚƌŽů ?social media and set up complicated sign-off processes for messages.  
&ŽƌŵĞ ?ŝƚŝƐĂůůĂďŽƵƚĚĞǀĞůŽƉŝŶŐƉĞŽƉůĞ ?ƐƐŬŝůůƐĂŶĚĐŽŶĨŝĚĞŶĐĞ ? 
 
*** 
Specific platforms and how to market with them 
With these general principůĞƐŝŶŵŝŶĚ ?ůĞƚ ?ƐůŽŽŬĂƚƐƉĞĐŝĨŝĐƉůĂƚĨŽƌŵƐ ?ǁŝƚŚƐŽŵĞĐĂƐĞ
studies to expand upon the most important. One of the absolutely key things Frances Taylor 
said in the British Library case study ĂďŽǀĞŝƐ ? ‘/ƚ ?ƐďĞƚƚĞƌƚŽĚŽŽŶĞƚŚŝŶŐƉƌŽƉĞƌůǇƚŚĂŶƚŽ
end up wŝƚŚůŽƚƐŽĨƐĂĚ ?ŶĞŐůĞĐƚĞĚƉƌŽĨŝůĞƐĂůůŽǀĞƌƚŚĞǁĞď ? ?/ĐĂŶ ?ƚƐƚƌĞƐƐŚŽǁŵƵĐŚ/ĂŐƌĞĞ
with this  W social media marketing is remarkably un-intensive in terms of time versus 
reward, but it is a commitment. Only create a social media ƉƌŽĨŝůĞŝŶǇŽƵƌůŝďƌĂƌǇ ?s name if 
there are plans in place to maintain it  W not just for six months or even a year, but for as 
long as your users are on that platform. 
&ŽƌƚŚŝƐƌĞĂƐŽŶ ?/ ?ĚƌĞĐŽŵŵĞŶĚĚĞǀĞůŽƉŝŶŐǇŽƵƌsocial media profiles in roughly the 
following order. 
Twitter 
Many more people are on the social network Facebook than are on the microblogging 
platform Twitter (www.twitter.com) - around five times as many at the time of writing - but 
ƚŚĞƌĞĂƌĞĂĨĞǁƌĞĂƐŽŶƐ/ ?ĚĂĚǀŝƐĞƐƚĂƌƚŝŶŐŽƵƚǁŝƚŚƚŚĞůĂƚƚĞƌ ?&ŝƌƐƚůǇŝƚƚĂŬĞƐǀĞƌy little work 
to set up a Twitter profile, less than any other platform. Secondly, research has shown that 
patrons engage with libraries more on Twitter than on other networks; they seem to prefer 
interacting via this medium. And thirdly, Twitter users are much more influential than those 
on other networks, so can help build your brand. A report from Exact Target (2011) found 
that regular Twitter users are generally more active and participatory on the web: they blog, 
they comment on other blogs, they review things online and so on. They are, in fact, three 
times more likely to amplify (draw attention to) a brand than a regular Facebook user. This 
makes them a great asset to have  W word of mouth is, after all, a hugely powerful marketing 
tool, as we have alrĞĂĚǇĚŝƐĐƵƐƐĞĚ ?Ɛ^ŚĞƌŝůǇŶŶDĂĂůĞŽĨƚŚĞŶĞǆƚǁĞď ?ĐŽŵƉƵƚƐŝƚ ? ‘Ŷ
essence: what happens on Twitter ?ĚŽĞƐŶ ?ƚƐƚĂǇŽŶTwitter ? ? ?DĂCale, 2011) 
Getting started 
^ŽǇŽƵ ?ǀĞƌĞŐŝƐƚĞƌĞĚĨŽƌĂTwitter account for your library  W what next?  
1. Firstly choose as short a username as you can whilst still making sense to people  W 
famously Twitter only allows people 140 characters per tweet, so users dislike having 
ƚŽƐĂĐƌŝĨŝĐĞƚŽŽŵĂŶǇŽĨƚŚŽƐĞƚŽƚŚĞŶĂŵĞŽĨƚŚĞƉĞƌƐŽŶŽƌŝŶƐƚŝƚƵƚŝŽŶƚŚĞǇ ?ƌĞƚĂůŬŝŶg 
to.  
 
2. WƵƚŝŶĂďŝŽ ?ŽŶ ?ƚĚŽĂŶǇƚŚŝŶŐĞůƐĞƵŶƚŝůǇŽƵ ?ǀĞƵƉĚĂƚĞĚƚŚĞďŝŽ W and try and 
convey why people might enjoy engaging with you, rather than just putting in factual 
ŝŶĨŽƌŵĂƚŝŽŶ ?/ŶƐƚĞĂĚŽĨũƵƐƚǁƌŝƚŝŶŐ ‘dŚŝƐŝƐƚŚĞTwitter account for the Library oĨy ?
ǇŽƵĐŽƵůĚƉƵƚ ‘>ŝďƌĂƌǇŽĨy ?ƚǁĞĞƚŝŶŐƵƐĞĨƵůƚŝƉƐĨŽƌƵƐŝŶŐŽƵƌƌĞƐŽƵƌĐĞƐ ?
recommended reads, details of our workshops, and more besides. Got a question? 
^ĞŶĚƵƐĂƚǁĞĞƚ ? ? 
 
3. Upload a profile picture right away  W people on Twitter are hugely put off by the 
default avatar. Although Twitter is a personal medium, a profile picture of a library is 
inevitably going to be of a building rather than an individual, which is fine. Keep in 
mind that most people will be viewing the picture very small on screen, so an arty 
ƐŚŽƚŽĨǇŽƵƌůŝďƌĂƌǇƚĂŬĞŶĨƌŽŵĨĂƌĂǁĂǇǁŽŶ ?ƚůŽŽŬŐƌĞĂƚŝŶĞǀĞƌǇĚĂǇƵƐĞ ? 
 
4. Upload a background image for your profile. When people click on your name or go 
to your Twitter hZ> ?ƚŚĞǇ ?ůůƐĞĞǇŽƵƌŵŽƐƚƌĞĐĞŶƚƚǁĞĞƚƐ ?ǇŽƵƌƉƌŽĨŝůĞƉŝĐƚƵƌĞ ?ǇŽƵƌ
bio, and some information about who you follow. All this appears floating atop the 
background of your choice, and now is the time to show off a really nice picture of 
your library. If you want to make your account more personal, upload a background 
image which includes photos and nameplates for the people who tweet via the 
library account. You could even combine this with a technique the delivery service 
UPS use  W they edit their profile each time someone new takes over tweeting duties, 
to say  ‘On duty: [employee ?ƐĨŝƌƐƚŶĂŵĞ ? ?. This kind of thing helps ease the transition 
of the institutional account into the personal realm that is social media. 
Start tweeting, then start following 
You now have everything in place to start actually tweeting.  
5. Over a period of a cŽƵƉůĞŽĨŚŽƵƌƐ ?ǁƌŝƚĞĂďŽƵƚ ? ?ƚǁĞĞƚƐ ?DŽƐƚƉĞŽƉůĞ ?ƐTwitter 
ĂĐĐŽƵŶƚƐƐƚĂƌƚŽĨĨǁŝƚŚƚŚĞƵƐƵĂůƐŽƌƚŽĨ ‘,ĞůůŽǁŽƌůĚ ? ?ŝŶƚƌŽĚƵĐƚŽƌǇƚǁĞĞƚ W ƚŚĂƚ ?Ɛ
ĨŝŶĞ ?ĂůƚŚŽƵŐŚƚǁĞĞƚƐĂůŽŶŐƚŚĞůŝŶĞƐŽĨ ‘dŚŽƵŐŚƚǁĞ ?ĚĨŝŶĚŽƵƚǁŚĂƚƚŚŝƐTwitter lark 
ǁĂƐĂůůĂďŽƵƚ ?ĂƌĞƚŽďe avoided. If possible start strong  W  ‘,ŝĂůů ?dŚŝƐŝƐ>ŝďƌĂƌǇŽĨy ?
tĞ ?ƌĞŽŶTwitter to share information, news, advice, and links with users and non-
ƵƐĞƌƐĂůŝŬĞ ? ?dŚĞŶŐĞƚƐƚƵĐŬŝŶƚŽĚŽŝŶŐĞǆĂĐƚůǇƚŚĂƚǁŝƚŚĂŵŝǆĞĚĂƉƉƌŽĂĐŚ W tweet 
useful links to useful resources on your own site, ask a question ( ‘What kind of thing 
would you like to see us tweeting about on here? ? often elicits really useful 
responses) and perhaps ReTweet (or RT) some content from another account, which 
your potential followers might fŝŶĚƌĞůĞǀĂŶƚ ?Ğ ?Ő ‘ŽƚŚĞƐĞŵĂƚĐŚǇŽƵƌƚŽƉ ? ? ?Zd
 ?^ŽŵĞĐĐŽƵŶƚZĞĂĚĞƌƐĐŚŽŽƐĞƚŽƉ ? ?ďŽŽŬƐƚŚŝƐĚĞĐĂĚĞ ? ? ?dŚĞƉŽŝŶƚŽĨƚŚĞƐĞĨŝƌƐƚ
10 tweets is to provide a microcosm of the kind of content you intend to provide via 
Twitter, so that when people click on your profile (which they are going to do after 
ƐƚĞƉ ? ?ƚŚĞǇ ?ůůďĞŐƌĞĞƚĞĚǁŝƚŚƐŽŵĞƚŚŝŶŐǁŚŝĐŚŝŶƐƉŝƌĞƐƚŚĞŵƚŽĨŽůůŽǁǇŽƵ ? 
 
6. Now, and only now, should you start to follow other people and institutions. When a 
Twitter account gains a new follower, its administrator will receive an email telling 
them of the fact, and giving them some information about that new follower (unless 
ƚŚĞǇ ?ǀĞƚƵƌŶĞĚƚŚŝƐĨĞĂƚƵƌĞŽĨĨ ? ?DŽƐƚTwitter users will at least give the new follower 
a cursory glance and decide whether or not to follow them back. This decision 
ƵƐƵĂůůǇĚĞƉĞŶĚƐŽŶƚŚĞƉƌŽĨŝůĞ ?ƉŝĐƚƵƌĞĂŶĚďŝŽƉĂƌƚŝĐƵůĂƌůǇ ?ĂŶĚƚŚĞƵƐĞƌ ?ƐůĂƐƚĨĞǁ
tweets  W ƚŚŝƐŝƐǁŚǇŝƚ ?ƐĞƐƐĞŶƚŝĂůƚŽƵŶĚĞƌƚĂŬĞƐƚĞƉƐ ? W ?ĂŶĚŚĂǀĞŽŶĞ ?ƐĚƵĐŬƐŝŶĂ
row before starting to follow other people.  
 
For an ŝŶƐƚŝƚƵƚŝŽŶĂůĂĐĐŽƵŶƚŝƚ ?ƐŐŽŽĚƚŽĨŽůůŽǁƐĞǀĞƌĂůŝŶƐƚŝ ƵƚŝŽŶƐǁŚŝĐŚƌĞŐƵůĂƌůǇ
feature ReTweetable content. By which I mean, information which is nothing to do 
with your library specifically, but which may nevertheless be of value or interest to 
your patrons if you RT it to them. These include the Twitter accounts of major 
newspapers and news organisations, and local institutions. For public libraries, 
following other council services is a must; for academic libraries, following other 
departments within the University (not forgetting student-run enterprises like the 
student newspaper) is also essential. The idea is that your followers will come to 
appreciate that you will keep them in the loop with important events, as well as just 
library related matters. It adds value to your account.  
 
ŶŽƚŚĞƌĐĂƚĞŐŽƌǇŝƐŽĨĂĐĐŽƵŶƚƐƚŽĨŽůůŽǁŝƐƚŚĂƚŽĨ ‘ĞǆĞŵƉůĂƌƐ ? W essentially, other 
library and archive Twitter accounts who successfully engage with and market to 
many followers, so you can pick up some tips for best practice from watching them 
ŽƉĞƌĂƚĞ ?dŚĞĨŝŶĂůĂŶĚŵŽƐƚŝŵƉŽƌƚĂŶƚĐĂƚĞŐŽƌǇŝƐ ‘WĂƚƌŽŶƐĂŶĚWŽƚĞŶƚŝĂůWĂƚƌŽŶƐ ? ?
This is also the most tricky. When people follow you, it is often possible to ascertain 
whether they fit into this category by checking their bio and location, but proactively 
seeking out patrons is more difficult. One good way is to use searches to find out 
who is talking about your library  W ƚŚĞƌĞ ?ƐŵŽƌĞŝŶĨŽƌŵĂƚŝŽŶŽŶŚŽǁƚŽĚŽƚŚĂƚ
below.  
I would recommend you sort these groups of people and institutions into lists on 
Twitter ?ŵĂŬŝŶŐŝƚĞĂƐŝĞƌƚŽĨŝŶĚƚŚĞĐŽŶƚĞŶƚǇŽƵ ?ƌĞůŽŽŬŝŶŐĨŽƌ ?KŶĐĞǇŽƵƐƚĂƌƚ
following more than a couple of hundred people, it becomes tricky to scan through 
and find the kind of content to which you might wish to draw your follŽǁĞƌƐ ?
ĂƚƚĞŶƚŝŽŶ ?ŚĂǀŝŶŐĂ ‘ůŽĐĂůŝŶƐƚŝƚƵƚŝŽŶƐ ?ůŝƐƚƐĂǀĞĚŽŶTwitter becomes a useful 
ƐŚŽƌƚĐƵƚ ?ƉĂƌƚŝĐƵůĂƌůǇŝĨǇŽƵĚŽŶ ?ƚŚĂǀĞŵƵĐŚƚŝŵĞƚŽdǁĞĞƚŽŶĂŐŝǀĞŶĚĂǇ ? 
Taking an established library Twitter account to the next level 
Most libraries feel their way gently into using Twitter. Early tweets are characterised by a 
ƐƚŝĨĨŶĞƐƐĂŶĚĨŽƌŵĂůŝƚǇǁŚŝĐŚĚŽĞƐŶ ?ƚƋƵŝƚĞƐƵŝƚsocial media, but this is understandable 
because it feels odd for an institutional account to rush straight in to being colloquial and 
personable. The important thing is to become friendlier over time.  
dŚĞ ‘Twitter ĂƐƉĂƌƚǇ ?ĂŶĂůŽŐǇƵƐĞĚďǇ&ƌĂŶĐĞƐTaylor above can be extended. Not only do 
people at parties want to be asked questions rather than just listen to you go on about 
yourself for hours, but people at parties begin to give more of themselves as they settle in 
to the social situation. They become more friendly and more confident  W as should you with 
your library Twitter account over time.  
You can begin to ask your followers questions and RT their answers; recommendations are 
always good for this, books being the obvious candidate, but there are plenty of other 
interesting topics such as films, music, museums, even online tools. There are also specific 
things you can do to operate in a more advanced way  W for example, setting up some 
Twitter searches.  
Anyone (even non-Twitter users) can go to https://Twitter.com/#!/search-advanced and set 
up an Advanced Search; if you have a Twitter account you can sĂǀĞƚŚĂƚƐĞĂƌĐŚƐŽŝƚ ?Ɛ
quickly available on an on-going basis.  
The first and most obvious search to set up is one on the name of your library. This way 
ǇŽƵ ?ůůŬŶŽǁǁŚĂƚƉĞŽƉůĞĂƌĞƐĂǇŝŶŐĂďŽƵƚǇŽƵĞǀĞŶŝĨƚŚĞǇĂƌĞŶ ?ƚƵƐŝŶŐǇŽƵƌTwitter 
username in their tweets. At my own institution, the University of York, we have searches 
set up on the names of our major lŝďƌĂƌǇƐŝƚĞƐ ?Ğ ?Ő ? ‘:DŽƌƌĞůů>ŝďƌĂƌǇ ? ?dŚĞŶĞǆƚƐĞĂƌĐŚĞƐƚŽ
ƐĞƚƵƉĂƌĞĐŽůůŽƋƵŝĂůĚĞƌŝǀĂƚŝǀĞƐŽĨǇŽƵƌůŝďƌĂƌǇ ?ƐŶĂŵĞ PĨŽƌĞǆĂŵƉůĞĂƐĞĂƌĐŚŽŶ ‘zŽƌŬhŶŝ
>ŝďƌĂƌǇ ? ?
Then set up a locational search. A locational search will pick up any tweets sent from a 
specific geographical area  W it is worth noting that this only picks up tweets from users who 
ŚĂǀĞĞŶĂďůĞĚ ‘ŐĞŽ-ƚĂŐŐŝŶŐ ?ŝŶƚŚĞŝƌƉƌŽĨŝůĞƐĞƚƚŝŶŐƐ ?ĂŶĚǁŚŽĂƌĞƚǁĞĞƚŝŶŐĨƌŽŵŵŽďŝůĞ
devices. The majority of users will have geo-tagging turned off, so this search will likely not 
yield as many results as the previous ones we have described. It is still worth setting up, 
however, because when you can help a patron who would otherwise not have known the 
library was on Twitter at all, it is extremely satisfying and represents very good marketing... 
KŶƚŚĞĚǀĂŶĐĞĚ^ĞĂƌĐŚƐĐƌĞĞŶƚŚĞƌĞŝƐĂ ‘WůĂĐĞƐ ?ĨŝĞůĚ W when you type something into this 
box a sub-ĨŝĞůĚĂƉƉĞĂƌƐďĞůŽǁŝƚĞŶƚŝƚůĞĚ ‘tŝƚŚŝŶƚŚŝƐĚŝƐƚĂŶĐĞ ? ?ƚzŽƌŬǁĞŚĂǀĞĂůŽĐĂƚŝŽŶĂů
ƐĞĂƌĐŚŽŶƚŚĞǁŽƌĚ ‘ůŝďƌĂƌǇ ?ǁŝƚŚŝŶ 1 mile of our postcode to pick up Tweets from students 
to their peers like  ‘In the library: anyone know where the sociology books are now? ? The 
ůŽĐĂůƉƵďůŝĐůŝďƌĂƌǇŝƐŽǀĞƌĂŵŝůĞĂǁĂǇĨƌŽŵŽƵƌƐŝƚĞ ?ďƵƚǁĞƐƚŝůůŚĂǀĞŝƚƐŶĂŵĞŝŶƚŚĞ ‘EŽŶĞ
ŽĨƚŚĞƐĞǁŽƌĚƐ ? ĨŝĞůĚũƵƐƚƚŽŵĂŬĞƐƵƌĞǁĞĚŽŶ ?ƚƉŝĐŬƵƉƚǁĞĞƚƐƉĞƌƚĂŝŶŝŶŐƚŽƚŚĂƚŝŶƐƚŝƚƵƚŝŽŶ
rather than our own. 
Depending on the nature of your library (and on how much time you want to devote to 
this), you may want to set up other locational searches on key-words which fit your 
ĚĞŵŽŐƌĂƉŚŝĐ ?ĨŽƌĞǆĂŵƉůĞŽŶ ‘ƌĞƐĞĂƌĐŚ ? ? ‘ĐŝƚĞ ? ? ‘ũŽƵƌŶĂů ?ŽƌĞǀĞŶ ‘ŝŶĨŽƌŵĂƚŝŽŶ ? ? 
The final tip for taking your Twitter marketing to the next level is to use some tools to 
analyse your Twitter use. There are a million and one out there, so the important thing is to 
stick to the ones which will provide you with actionable results. Which is to say, once you 
learn what the tool has to tell you, can use that information to actually change something? 
:ƵƐƚŬŶŽǁŝŶŐƚŚĂƚǇŽƵƉŝĐŬĞĚƵƉ ?ŶĞǁĨŽůůŽǁĞƌƐůĂƐƚǁĞĞŬĂŶĚǁĞƌĞZd ?Ě ? ?ƚŝŵĞƐ ?ĚŽĞƐ
not, in itself, provide useful material for strategic marketing. But there are tools which do.  
 www.twocation.com Use Twocation to find out where your followers are based. 
Significant overseas followers might vary the times you tweet information. This is 
particularly relevant in the Special Libraries environment. 
 http://tweetstats.com Use Tweetstats to find out what percentage of your tweets 
are @ replies or RTs. This gives you an idea of how interactive your account really is. 
If less than 25% of your Tweets involve other people, then make a conscious decision 
to increase engagement with your followers. Record the percentage over time and 
make sure it rises. 
 http://klout.com Use Klout ƚŽĨŝŶĚŽƵƚǇŽƵƌŝŶĨůƵĞŶĐĞ ?ŽŶ ?ƚŐĞƚĐĂƵŐŚƚƵƉǁŝƚŚǇŽƵƌ
overall score  W Klout uses an algorithm to rate your overall influence, which prizes 
number-of-followers for number-of-ĨŽůůŽǁĞƌƐ ?ƐĂŬĞ ?ǁŚŝĐŚŝƐŶŽƚƐŽŵĞƚŚŝŶŐ/ ?ĚĂŐƌĞĞ
ǁŝƚŚĂŶĚŝƚĐĞƌƚĂŝŶůǇĚŽĞƐŶ ?ƚ work for libraries. However, there are sub-scores within 
your overall Klout score, and these are ŝŶƚĞƌĞƐƚŝŶŐ ?hƐĞ<ůŽƵƚƚŽƚƌĂĐŬǇŽƵƌ ‘EĞƚǁŽƌŬ
/ŶĨůƵĞŶĐĞ ?ĂŶĚ ‘ŵƉůŝĨŝĐĂƚŝŽŶWƌŽďĂďŝůŝƚǇ ? Wthese are much more useful scores to 
measure and record because they show how likely your followers are to act on what 
you tweet. An engaged follower tends to be an active follower, so again you should 
be attempting to engineer a rise in your score for these two categories.   
As more and more libraries embrace Twitter, one library is always held up as the most 
successful example of using the medium well: New York Public Library (@NYPL). It is to them 
that we turn for the final word on Twitter in this chapter.  
Case study 11: Twitter at NYPL | Kathy Saeed 
NYPL does Social media ŝŶĂ/'ǁĂǇ ?dŚĞŝƌ ‘ŽŶŶĞĐƚǁŝƚŚEzW> ?ƉĂŐĞ
(www.nypl.org/voices/connect-nypl) lists ten different platforms at the time of writing, 
including the usual suspects Facebook, Youtube and Flickr, but with some more advanced 
outlets like iTunes and Foursquare. Because the individual neighbourhood libraries also 
have their own social media outputs, there are in fact more than 100 accounts under the 
EzW>ďĂŶŶĞƌ ?dŚĞ>ŝďƌĂƌǇ ?ƐŽǀĞƌĂůůsocial media efforts are spearheaded by the Marketing 
and Communications department. On the flagship level, NYPL has implemented a unique 
decentralised staffing model consisting of over ten editors from different departments of 
the Library. NYPL also offers its staff writing, blogging, and social media training for those 
looking to get involved with social media on a local level. 
dŚĞƌĞ ?ƐǀĞƌǇůŝƚƚůĞƉŽŝŶƚŝŶƌĞĐŽƌĚŝŶŐĨŝŐƵƌĞƐĨŽƌsocial media use in a book like this, because 
of course the figures change all the time  W ŝŶEzW> ?ƐĐĂƐĞ ?ƚŚĞǇǁŝůůƵŶĚŽƵďƚĞĚůǇŚĂǀĞ
increased a lot by the time the reader sees this. But suffice to say the numbers are huge  W 
only the Library of Congress appears to attract more followers across various platforms, and 
/ ?ĚƐƉĞĐƵůĂƚĞƚŚĂƚĂŚŝŐŚĞƌƉĞƌĐĞŶƚĂŐĞŽĨƚŚŽƐĞĂƌĞůŝďƌĂƌŝĂŶƐƚŚĂŶŝƐƚŚĞĐĂƐĞǁŝƚŚEzW> ?Ɛ 
accounts. As a marketing tool, social media has most value when it is outward facing, 
towards patrons and potential patrons  W although of course there is marketing value in 
improving your reputation within the field too. NYPL seems to manage both.  
Their Twitter presence @NPYL (www.twitter.com/nypl) has well over 100,000 followers and 
won the library a NonProfit PR Award in 2010 (see 
www.prnewsonline.com/pr_awards/nonprofit/14336.html). On a given day, ten or more NYPL 
staff will be contributing to its flagship Twitter account. They use tools like Hootsuite (an 
application through which to use Twitter, available at www.hootsuite.com) to coordinate 
their messaging, and SocialFlow (www.socialflow.com) for automated tweeting of blog 
content. Kathy Saeed, Marketing Associate at the library, took me through their operation. 
Tell us how you approach the issue of multiple contributors to your main account. I 
understand you use scheduled tweets, and also assign tweets and responses to 
specific members of staff?  
In order to successfully operate a Twitter feed with multiple contributors, 
communication is key. With Hootsuite, designated staff members are able to plan 
and schedule messages on a regular basis. Before tweeting on behalf of @NYPL all 
team members are given a thorough walkthrough of the tools used, they learn what 
other team members are working on, and what makes for an interesting tweet. 
Everyday staff from our Collections team will tweet a quote from a book and link to 
ƚŚĞ>ŝďƌĂƌǇ ?ƐŝďůŝŽŽŵŵŽŶƐĐĂƚĂůŽŐ ?We also have staff tweeting our Spanish 
materials as it is the second most spoken language amongst our patrons. Other 
content includes news, service updates, programs, databases, funs facts, Foursquare 
tips, as well as automated tweeting of our blog posts through a tool called 
SocialFlow. The Marketing department maintains an editorial calendar into which 
additional social media messaging can be plugged for posting to flagship accounts. 
Do you have a formal social media strategy as such, or loose guidelines within 
which all contributors work? 
The New York Public Library has developed a formal social media policy as well as 
training for those interested in doing so on behalf of the institution. Before any 
branch or division of the Library begins a page or account, the staff member is 
required to read and review this policy with their supervisor, and to attend training 
as needed. Loose guidelines are also put into place on a flagship level to make sure 
we are actively engaging with users on a daily basis. 
How do you manage the blend between tweets relating directly to the Library, and 
more general things?  
KƵƌDĂƌŬĞƚŝŶŐĂŶĚŽŵŵƵŶŝĐĂƚŝŽŶƐƚĞĂŵǁŚŝĐŚŵĂŶĂŐĞƐƚŚĞ>ŝďƌĂƌǇ ?ƐŵĂŝŶTwitter 
stream takes the time each day to survey the Twitterverse looking for trending 
topics, current events, and popular content (literary and / or otherwise). We also 
look to our fellow cultural institutions, libraries, and supporters for interesting and 
helpful information that might be worth ReTweeting or repurposing on our other 
streams. As for Library-related messaging, our decentralised staffing model allows us 
to provide a little bit of everything to our followers. 
With so many followers, I imagine answering all @ replies is pretty much 
impossible  W do you have to prioritise enquiries and if so, how?  
tĞŚĂǀĞƐƚĂĨĨĨƌŽŵƚŚĞ>ŝďƌĂƌǇ ?ƐƐŬEzW>ƌĞĨĞƌĞŶĐĞƐĞƌǀŝĐĞĐŚĞĐŬŝŶŐŝŶŽŶTwitter 
every day to address any patron inquires. With tools like Hootsuite, our team 
members are also able to assign different tweets (or inquiries) to the appropriate 
staff member for assistance. We try and make sure that any questions tweeted 
directly @nypl are answered within a few hours.  
ApaƌƚĨƌŽŵEzW> ?ƐƐƚĂƚƵƐĂƐĂǀĞŶĞƌĂďůĞŝŶƐƚŝƚƵƚŝŽŶ ?ƚŽǁŚĂƚĚŽǇŽƵĂƚƚƌŝďƵƚĞƚŚĞ
run-away success of the Twitter account?  
The run-ĂǁĂǇƐƵĐĐĞƐƐŽĨ ?ŶǇƉů ?ƐTwitter account can be largely attributed to the 
content and resources our staff offers the public through this channel. Consistently 
providing patrons with service updates, and (for the most part) free and low cost 
ways to take advantage of the Library has users coming back for more.   
Have you attempted any analysis on the impact your Twitter account (or your 
social media presence generally) has had on library use?  
The Library is using a variety of tools to regularly monitor and report on its various 
social media accounts and online activity. We are currently using Google Analytics, 
Convio, Radian6, SocialFlow, Hootsuite, and Facebook Insights. As new tools 
continue to be developed, we are always looking for and testing for more robust 
ƌĞƉŽƌƚŝŶŐŵĞƚŚŽĚƐ ?KƵƌŐŽĂůŝƐƚŽĐŽŶƚŝŶƵĞŐƌŽǁŝŶŐEzW> ?ƐĂƵĚŝĞŶĐĞƐŽŶsocial 
media, e-communications and driving more web-traffic which we hope will lead to 
more visits to the Library. In the past, our advocacy campaigns on Twitter have 
successfully generated letters written to City Council members as well as donations. 
As of yet, we have not found a way to measure the direct correlation between 
tweeting and physical library visits. 
On a related note, has your recent partnership with Foursquare yielded any results 
in terms encouraging library use?  
EzW> ?ƐƉĂƌƚŶĞƌƐŚŝƉǁŝƚŚFoursquare helped get the Library on the map in a great 
way. As the first public library with a Foursquare badge, the partnership generated 
thousands of brand mentions amongst online users. The badge celebrating the 
ĞŶƚĞŶŶŝĂůŽĨEzW> ?ƐůĂŶĚŵĂƌŬ^ƚĞƉŚĞŶ ?^ĐŚǁĂƌǌŵĂŶƵŝůĚŝŶŐŽŶ&ŝĨƚŚǀĞŶƵĞĂŶĚ
42nd Street in New York was unlocked by more than 12,000 users, and tens of 
thousands are now following NYPL on Foursquare. [There is more information on 
Foursquare in the next chapter.] 
tŚĂƚĂƌĞƚŚĞĨŝǀĞŵŽƐƚŝŵƉŽƌƚĂŶƚƚŚŝŶŐƐǇŽƵ ?ĚƌĞĐŽŵŵĞŶĚƚŽŽƚŚĞƌůŝďƌĂƌŝĞƐŝŶ
terms of running a Twitter account that patrons and potentially patrons will want 
to engage with?  
1. Tweeting things that are of value to your customers gives them a reason to 
follow you.  
2. dĂƉŝŶƚŽǇŽƵƌƐƚĂĨĨ ?ƐĞǆƉĞƌƚŬŶŽǁůĞĚŐĞƚŽƐŚĂƌĞŝŶĨŽƌŵĂƚŝǀĞĂŶĚƌĞƐŽƵƌĐĞĨul 
content with users.  
3. Stay active, respond to patron inquires, and plan ahead using an editorial 
calendar.  
4. ŽŶ ?ƚďĞĂĨƌĂŝĚƚŽƚƌǇŶĞǁƚŚŝŶŐƐĂŶĚůĞĂƌŶǁŚĂƚǁŽƌŬƐďĞƐƚǁŝƚŚǇŽƵƌ
audience.  
5. ^ƚĂǇƌĞůĞǀĂŶƚĂŶĚĐƵƌƌĞŶƚ ?ďƵƚŵŽƐƚŝŵƉŽƌƚĂŶƚůǇĚŽŶ ?ƚĨŽƌŐĞƚƚŽďĞ
personable and have a little fun.    
*** 
Facebook 
The social media landscape shifts so quickly that the majority of academic studies on 
Facebook (www.facebook.com) and libraries are completely out of date because they herald 
ĨƌŽŵ ? ? ? ?ŽƌďĞĨŽƌĞ ?dŚĞƌĞǁĂƐĂƚŝŵĞǁŚĞŶůŝďƌĂƌŝĞƐǁĞƌĞŶ ?ƚƉĂƌƚŝĐƵůĂƌůǇǁĞůĐŽŵĞĚďǇ
patrons on Facebook; this is no longer the case. This is not the same world into which a 
thousand ill-advised library MySpace accounts were born. 
Your users ARE on Facebook. The site has close to a billion active users (perhaps more by 
ƚŚĞƚŝŵĞǇŽƵƌĞĂĚƚŚŝƐ ? ?ĂŶĚŝĨǇŽƵƚŚŝŶŬĂďŽƵƚŚŽǁŵĂŶǇŽĨƚŚĞǁŽƌůĚ ?ƐƉŽƉƵůĂƚŝŽŶĚŽŶ ?ƚ
have access to the internet at all, a billion users equates to a staggering percentage of the 
people online. Moreover, over 50% of them log in daily (for up to date statistics, see 
www.facebook.com/press/info.php?statistics) meaning there is an opportunity to market to 
them on an on-going basis. The final stat of note is that each user is, on average, connected 
with 130 other users. So if libraries are producing the kind of high quality content that gets 
ƵƐĞƌƐƚŽŚŝƚƚŚĞ ‘ůŝŬĞ ?ďƵƚƚŽŶ ?ƚŚĞĐŚĂŶĐĞƐĂƌĞƚŚĂƚůŽƚƐŽĨŶĞǁƉĞŽƉůĞĂƌĞŐŽŝŶŐƚŽƐĞĞƚŚĞ
content appearing in their own profiles  W amplifying the reach of the library.  
Studies have shown (and your own experiences as a user may well confirm this) that people 
use Facebook differently from any other platform. They open it up in one tab of their 
internet browser  W and then they just leave it open. All day. It is a constant companion to 
whatever other leisure or work-related activities they undertake on their computers.  As 
such it can help us at pretty much all ƐƚĂŐĞƐŽĨƚŚĞŵĂƌŬĞƚŝŶŐůŝĨĞĐǇĐůĞ ?zŽƵĚŽŶ ?ƚŚĂǀĞƚŽ
deliver all the key messages at once, because the opportunity is there to be in contact with 
users over a long period of time. We can feed into their own daily lifecycle.  
ƉĂƌƚŝĐƵůĂƌůǇƵƐĞĨƵůƌŽůĞĂůŝďƌĂƌǇ&ĂĐĞďŽŽŬƐŝƚĞĐĂŶŚĂǀĞŝƐƚŽ ‘ƌĞƐĐƵĞ ?ƵƐĞĨƵůŝƚĞms which 
have appeared on the main library website in the past but which could do with re-exposure 
now. Services or classes or even collections which launched amid much fanfare on your 
ůŝďƌĂƌǇ ?ƐǁĞďƐŝƚĞŵĂǇŶŽǁďĞĨŽƌŐŽƚƚĞŶĂďŽƵƚďǇŵŽƐƚƵƐĞƌƐĂŶĚŶŽƚĞǀĞŶ seen originally by 
the rest  W ƵƐĞ&ĂĐĞďŽŽŬƚŽĚƌĂǁǇŽƵƌƵƐĞƌƐ ?ĂƚƚĞŶƚŝŽŶďĂĐŬƚŽƚŚŝŶŐƐƚŚĞǇ ?ĚǀĂůƵĞ ?
/ĨƚŝŵĞŝƐůŝŵŝƚĞĚ ?ŝƚ ?ƐƐƚƌĂŝŐŚƚĨŽƌǁĂƌĚƚŽƉŽƉƵůĂƚĞǇŽƵƌ&ĂĐĞďŽŽŬƉĂŐĞǁŝƚŚĐŽŶƚĞŶƚĨƌŽŵ
elsewhere in the library . RSS feeds from a library blog, tweets from your Twitter feed, 
perhaps your library events calendar  W all of these can be embedded on the Facebook page 
so they automatically update the pages with relevant content.  
Two final tips: keep in mind you can embed a search-box on Facebook page  W to the library 
OPAC or even to resources like the Arts & Humanities database J-Stor. And lastly, take 
ĂĚǀĂŶƚĂŐĞŽĨ/ŶƐŝŐŚƚƐ ?&ĂĐĞďŽŽŬ ?ƐďƵŝůƚ-in ĂŶĂůǇƚŝĐƐƚŽŽů ?ŝƚ ?ƐƉŽǁĞƌĨƵůĂŶĚǀĞƌǇƵƐĞĨƵů ?hƐĞŝƚ
to learn more about your users, and adapt the content of your pages accordingly  W for 
example, if a high percentage of visitors to your pages are under 25, you can orientate the 
content to suit that demographic.  
Case study 12: Facebook at Manchester Libraries | Sue Lawson 
DĂŶĐŚĞƐƚĞƌ>ŝďƌĂƌŝĞƐ ? ?h< ?ƵƐĞŽĨ&ĂĐĞďŽŽk is often cited as being absolutely on the money, 
and their well-ĚĞƐŝŐŶĞĚƐŝƚĞŚĂƐďĞĞŶƉƌĂŝƐĞĚŝŶƚŚĞŝŶĨůƵĞŶƚŝĂů ‘Social Media Examineƌ ?
webzine as being one of the best of its kind. They reach over 3,000 people through 
Facebook - and unlike New York Public Library which enjoys the kind of cult status that 
ǁŽƵůĚůĞĂĚƉĞŽƉůĞǁŚŽ ?ǀĞŶĞǀĞƌĞǀĞŶďĞĞŶƚŽEĞǁzŽƌŬƚŽĨŽůůŽǁƚŚĞŵŽŶTwitter, 
DĂŶĐŚĞƐƚĞƌ>ŝďƌĂƌŝĞƐ ?&ĂĐĞďŽŽŬĨŽůůŽǁĞƌƐĂƌĞƉƌŽďĂďůǇ>>ƉĂƚƌŽŶƐŽƌƉŽƚĞŶƚŝĂůƉĂƚƌŽŶƐ W 
apart from the other library services who follow Manchester to learn from their example.   
Sue Lawson, who oversees their social media efforts as Service Development Coordinator 
described what works for them.  
How do you use Facebook to market the libraries? 
Facebook is a shop window for your library service. We update daily with news and 
links about events, workshops, wifi, festivals, new books and resources, important 
messages and changes to services. Facebook makes it easy to include links to specific 
collections like our archives and photo galleries on Flickr or a time-lapse video of the 
Manchester Central Library transformation and refurbishment. You can include 
photos and videos on your page too, we do this a lot and we also provide quick links 
to useful web resources that often get buried on the corporate website, making 
navigation simpler and faster. Staff and council colleagues use the page as handy 
ǁĂǇƚŽƋƵŝĐŬůǇůŽŽŬƵƉǁŚĂƚ ?ƐŽŶ ? 
Although we indulge in a fair amount of self-ƉƌŽŵŽƚŝŽŶ ?ŝƚ ?ƐŶŽƚĂůl we do. Too much 
ǁŝůůũƵƐƚƚƵƌŶŽĨĨǇŽƵƌŚĂƌĚǁŽŶĨĂŶƐ ?ƚŚĞǇ ?ůůŐĞƚďŽƌĞĚĂŶĚƉĞŽƉůĞǁŝůůƐƚĂƌƚƚŽ
 ‘ƵŶĨŽůůŽǁ ?ǇŽƵ ?/ŵĂŬĞƚŝŵĞƚŽĨŝŶĚ ?ĐƌĞĂƚĞĂŶĚƉŽƐƚĐ Ŷ ĞŶƚƚŚĂƚŝƐŶ ?ƚĚŝƌĞĐƚůǇƌĞůĂƚĞĚ
to the library; useful links, Manchester stories, tips, football, bookish furniture, new 
web service, helpful guides, topical articles, e-book news or exciting updates from 
other Manchester organisations.   
Engaging content is key. A page shouldn't just be a series of broadcasts or 
announcements. What's the point of a social network if no one is talking?  Use your 
content to get people talking - to the library and to each other. I use Google Alerts 
and Twitter to find relevant stories and subscribe to lots of blogs in Google Reader 
and scan the headlines for potential Facebook content.  Create a content calendar  W 
ǇŽƵ ?ůůĨŝŶĚůŽĂĚƐŽĨŐƵŝĚĞƐŽŶůŝŶĞ Wand use it to organise your content strategy and 
ƐŚŽǁǇŽƵƌďŽƐƐĞƐŚŽǁǁĞůůǇŽƵ ?ƌĞĚŽŝŶŐ ?ƚƚŚĞĞŶĚŽĨĞĂĐŚŵŽŶƚŚŐŽƚŚƌŽƵŐŚĂŶĚ
track how many views and interactions your posts received. This is a good way to see 
which types of posts are the most popular.  
 
The real beauty of Facebook lies in the connections between people and the 
potential for your one update to be seen and shared by hundreds and possible 
thousands of people.  If someone using Facebook finds your update interesting, they 
ĐĂŶ ‘ůŝŬĞ ?ŝƚŽƌ ‘ƐŚĂƌĞ ?ŝƚŽŶƚŚĞŝƌŽǁŶƉƌŽĨŝůĞ ?dŚŝƐŵĞĂŶƐƚŚĂƚƚŚĞŝƌĨƌŝĞŶĚƐŐĞƚƚŽƐĞĞ
your update too, even if they are not a fan of your page. This is how Facebook differs 
from a normal website and this is how Facebook can help you get the word out 
ĂďŽƵƚǁŚĂƚǇŽƵ ?ƌĞĚŽŝŶŐƚŽĂůĂƌŐĞŶƵŵďĞƌŽĨƉĞŽƉůĞǀĞƌǇƋƵŝĐŬůǇ ? 
 
/ĨǇŽƵ ?ƌĞĂƉƵďůŝĐůŝďƌĂƌǇĂŶĚǇŽƵĚŽŶ ?ƚŚĂǀĞĂ&ĂĐĞďŽŽŬƉĂŐĞ W get one.  If your 
ůŝďƌĂƌǇŝƐŶ ?ƚŽŶ&ĂĐĞďŽŽŬǇŽƵ ?ƌĞĚĞĨŝŶŝƚĞůǇŵissing a trick. Facebook pages are free to 
ƐĞƚƵƉ ?ƐŝŵƉůĞƚŽĐŽŶƚƌŽůĂŶĚŝƚ ?ƐĞĂƐǇƚŽůĞĂƌŶŚŽǁƚŽĚŽŝƚ ?dŚĞǇĂůƐŽŚĂǀĞŚƵŐĞ
promotional potential and reach. 
According to the Social Bakers website there are 30,393,440 UK Facebook users in 
the UK alone, thĂƚ ?Ɛ ? ? ? ? ?A?ŽĨƚŚĞƉŽƉƵůĂƚŝŽŶ ? ? ? ? ? ? ? ? ?ŽĨƚŚŽƐĞƵƐĞƌƐůŝǀĞŝŶƚŚĞ
Greater Manchester area (Source: http://www.socialbakers.com/facebook-
statistics/cities) so for Manchester Libraries it was a no-brainer to be on Facebook. 
Other organisations agree  W BBC Bullyproof has 59,000 fans and amazingly 90,528 
people have used Facebook to check in while they shop at the Trafford Centre.  So if 
commercial organisations and non-profits clearly appreciate the power of Facebook 
why should libraries be any different? How can you justify not being there? 
 
How does FB specifically fit into your wider social media activity - does it have a 
particular and distinct role or style? 
We also use Flickr to share photos, Vimeo to broadcast our videos and Issuu to 
display library brochures and guides. I blog for the library at the Manchester Lit List 
and we have an active Twitter account with over 4000 followers. I do share Flickr, 
Vimeo and Issuu content on Facebook because they are visually interesting and they 
ĂƌĞĂůƐŽƉŽƉƵůĂƌǁŝƚŚŽƵƌĨŽůůŽǁĞƌƐ ?ůƚŚŽƵŐŚŝƚ ?ƐƉŽƐƐŝďůĞ ?/ĚŽŶ ?ƚƵƐĞŽƵƌĚĂŝůǇďůŽŐ
posts or tweets as automatic status updates on Facebook. I believe each platform 
has a different audience and engagement statistics show that Twitter followers, for 
instance, prefer different types of content to our Facebook followers. 
/ ?ǀĞƚƌŝĞĚƚŽƵƐĞŽƵƌďƌĂŶĚŝŶŐ ?ĚĞƐŝŐŶĂŶĚĐŽŶƚĞŶƚƚŽŐŝǀĞŽƵƌƉĂŐĞĂƵŶŝƋƵĞ
 ‘ƉĞƌƐŽŶĂůŝƚǇ ? ?/ ?ǀĞǁŽƌŬĞĚŚĂƌĚƚŽďƵŝůĚĂƐƚƌŽŶŐƉĂŐĞŝĚĞŶtity and get a reputation 
for consistent, valuable and entertaining content. I check the Manchester Libraries 
ƉĂŐĞĞǀĞƌǇĚĂǇĂŶĚƌĞƐƉŽŶĚƚŽĂůůĐŽŵŵĞŶƚƐĂŶĚĂŶƐǁĞƌĞŶƋƵŝƌĞƐŽŶůŝŶĞƚŽŽ ?/ƚ ?ƐƚŚĞ
ĐŽŶǀĞƌƐĂƚŝŽŶƚŚĂƚŐŝǀĞƐŽƵƌƉĂŐĞůŝĨĞĂŶĚŝƚ ?ƐĐůĞĂƌƚŚĂƚƵƐĞƌs really do appreciate the 
opportunity to talk to us via Facebook. I ask questions and actively seek feedback 
ĂŶĚƉĂƌƚŝĐŝƉĂƚŝŽŶďĞĐĂƵƐĞ/ ?ŵĂǁĂƌĞƚŚĂƚƉĞŽƉůĞǁĂŶƚƚŽũŽŝŶĂĐŽŵŵƵŶŝƚǇ ?ŶŽƚũƵƐƚ
another Facebook page. 
You have a very impressive front page, with a bespoke banner, some embedded 
video, and a catalogue search. Can you tell us about this? 
Very rarely do fans actually visit your Facebook landing or welcome page. Most 
interactions will take place on fans own news feed, not even on our wall, but I think 
ŝƚ ?ƐƐƚŝůůŝŵƉŽƌƚĂŶƚƚŽŚĂǀĞĂƉƌŽĨĞƐƐŝŽŶĂůůŽŽŬŝŶŐǁĞůĐŽŵĞƉĂŐĞ ?KƵƌŐƌĂƉŚŝĐƐǁĞƌĞ
ĚĞƐŝŐŶĞĚďǇĂƌƌĞŶK ?ŽŶŶŽƌ ?ĂƌĞĂůůǇƚĂůĞŶƚĞĚůŽĐĂůŐƌĂƉŚŝĐĚĞƐŝŐŶĞƌǁŚŽĚŝĚĂ
work placement with us a few months ago. As our Facebook page hadn't yet come 
under the control of corporate communications I thought I'd take the opportunity to 
ŵĂŬĞĂƐƉůĂƐŚĂŶĚĂƌƌĞŶ ?ƐĂƌƚǁŽƌŬĚĞĨŝŶŝƚĞůǇĚŝĚƚŚĞũŽď ? 
The embedded videos give the page interest and hopefully make us stand out from 
ƚŚĞĐƌŽǁĚ ?dŚĞǇ ?ƌĞĂůƐŽĂŶŽƚŚĞƌǁĂǇƚŽůĞƚpeople know about the changes at 
Central Library and the aim is to pique visitor curiosity so users are tempted to visit 
the more detailed pages of information on our website and website visitor metrics 
show that the strategy works. The catalogue search feature is simple html form, 
which I requested from our Library Management System ǀĞŶĚŽƌ ?/ƚ ?ƐǁŽƌƚŚ
ƌĞŵĞŵďĞƌŝŶŐƚŚĂƚǇŽƵĚŽŶ ?ƚŚĂǀĞƚŽŚĂǀĞĂĨůĂƐŚǇůĂŶĚŝŶŐƉĂŐĞĂƚĂůů ?/ƚ ?ƐŵŽƌĞ
important to have an active page, to update regularly and to engage with your 
visitors.  
Obviously a lot of work has gone into the whole FB site for the library, but 
presumably most users will go straight to your Wall the majority of the time. How 
do you engage with patrons there? 
zĞƐǇŽƵ ?ƌĞƌŝŐŚƚ Wmost of your fans will never return to your page once they've 
ĐůŝĐŬĞĚƚŚĞ ‘>ŝŬĞ ?ďƵƚƚŽŶ ?/ŬŶŽǁ/ĚŽŶ ?ƚ ?dŚĞǇŽŶůǇƐĞĞĂŶĚŝŶƚĞƌĂĐƚǁŝƚŚǇŽƵƌĐŽŶƚĞŶƚ
ŝŶƚŚĞŝƌŶĞǁƐĨĞĞĚ ?^ŽŚŽǁĚŽǇŽƵŐĞƚǇŽƵƌĐŽŶƚĞŶƚƐĞĞŶŝŶǇŽƵƌĨŽůůŽǁĞƌ ?Ɛ
newsfeed? Weůů ?ŝƚ ?ƐƋƵŝƚĞĂŶĂƌƚ W Facebook has something called the EdgeRank 
which is a secret formula that determines who sees your updates. Increasing your 
EdgeRank score is also called news feed optimisation and fortunately for us there are 
plenty of tips and articles available for free online. 
/ ?ǀĞĨŽƵŶĚƚŚĂƚ ?ƵŶůŝŬĞTwitter, content published through third party apps decreases 
your engagement. Keeping updates short and avoiding URL shorteners in your posts 
can increase your EdgeRank and updates posted outside the 9 to 5 can often get 
ŵŽƌĞǀŝĞǁƐ ?,ĞƌĞŝŶDĂŶĐŚĞƐƚĞƌǁĞ ?ǀĞĨŽƵŶĚĞŶŐĂŐĞŵĞŶƚƌĂƚĞƐĂƌĞŚŝŐŚĞƐƚŽŶ
Fridays. Go figure! 
KŶĐĞǇŽƵ ?ǀĞŵĂƐƚĞƌĞĚƚŚĞĂƌƚŽĨƚŚĞ ‘ĚŐĞZĂŶŬ ?ŽƌŶĞǁƐĨĞĞĚŽƉƚŝŵŝǌĂƚŝŽŶ ?ǇŽƵ ?ůů
also want make sure people are interacting with your contĞŶƚ ?ŽŶ ?ƚũƵƐƚƉŽƐƚ ‘,ĞƌĞ
ŝƐĂŶĞǁƐĞƌǀŝĐĞ ?ǁŝƚŚĂůŝŶŬ ?/ŶƐƚĞĂĚĂĐƚŝǀĞůǇĞŶĐŽƵƌĂŐĞƉĞŽƉůĞƚŽƉĂƌƚŝĐŝƉĂƚĞ ?^ĂǇ
'Here's a new service - ŚĂǀĞǇŽƵƚƌŝĞĚŝƚ ?tŚĂƚĚŽǇŽƵƚŚŝŶŬ ? ?tŚĞŶƐŽŵĞŽŶĞ  ‘ůŝŬĞƐ ? 
Žƌ ‘ƐŚĂƌĞƐ ?ĂůŝďƌĂƌǇƵƉĚĂƚĞƚŚĞŝƌĂĐƚŝǀŝƚǇĂƉƉĞĂƌƐŝŶƚŚĞŝƌ friends newsfeed too - even 
if they are not a 'fan' of the library and when content is shared like this there is 
usually a corresponding rise in page 'fans'.   
We have used wall updates to help our followers, to answer questions and to pose 
questions. We ask for their opinions and encourage users to test new online library 
ƐĞƌǀŝĐĞƐ ?DĂŶĐŚĞƐƚĞƌ>ŝďƌĂƌŝĞƐƌĞŐƵůĂƌůǇƉŽƐƚƉŚŽƚŽƐĂŶĚǀŝĚĞŽƐĂŶĚǁĞ ?ǀĞŚĞůĚ
contests and online book discussions. We post useful information and scam alerts, 
calls for volunteers and ŐƵĞƐƚďůŽŐŐĞƌƐ ?tĞ ?ǀĞŚŽƐƚĞĚůŝǀĞĐŚĂƚƐĂŶĚ ‘ĂƐŬĂŶĞǆƉ ƌƚ ?
sessions. We are trying to connect with our users in lots of different ways, to have 
fun, be genuine and drive web traffic to our library website and online services. 
ŽŶ ?ƚƉŽƐƚƚŽŽŵƵĐŚ ?tĞƚƌǇƚŽƉŽƐƚŽŶĐĞĂĚĂǇ ?ƚǁŝĐĞ Ĩŝƚ ?ƐƐŽŵĞƚŚŝŶŐŝŵƉŽƌƚĂŶƚ
ďƵƚĚŽƚĂŬĞƚŚĞƚŝŵĞƚŽĐŚĞĐŬǇŽƵƌ ‘ƵŶůŝŬĞ ?ƐƚĂƚƐŽŶ&ĂĐĞďŽŽŬŝŶƐŝŐŚƚƐĂŶĚĚŝƐĐŽǀĞƌ
the optimum number of posts for your followers 
Does FB play a role in reaching potential patrons, or is it really just aimed at those 
you already have? 
We want Facebook to do both  W ƚŽĞǆƉĂŶĚƚŚĞůŝďƌĂƌǇ ?ƐĂƵĚŝĞŶĐĞĂŶĚƚŽŝŶƚĞƌĂĐƚǁŝƚŚ
current customers. Facebook can definitely take your content to non-library users. 
dŚŝƐ ‘ǀŝƌĂů ?ĞĨĨĞĐƚ ?ǁŚĞƌĞĂƐŝŶŐůĞŵĞƐƐĂŐĞĐĂŶďĞƐĞĞŶby many people by being 
repeated across a network of followers, is one of the major strengths of Facebook. 
dŚĂƚ ?ƐǁŚǇǁĞƵƐĞŝƚ- ƚŽŵĂŬĞĐŽŶŶĞĐƚŝŽŶƐǁŝƚŚƉĞŽƉůĞǁŚŽ ?ĚŶĞǀĞƌƚŚŝŶŬŽĨƵƐŝŶŐĂ
library, to surprise and entice potential patrons with our resources and also to 
delight, entertain and build relationships with our current customers.  
Can you give us 5 top tips for developing a library Facebook page to the next level? 
 
1) When you are starting out you want to really get momentum going and increase 
your fan numbers so promote your Facebook fan page everywhere  ?  on Facebook, 
online, on the web, and offline.  
2) Take the time to keep people engaged by posting consistent, valuable content 
every day. 
 ? ?ŽŶ ?ƚďĞĂĨƌĂŝĚƚŽŚĂǀĞĐŽŶǀĞƌƐĂƚŝŽŶƐ ?zŽƵĚŽŶ ?ƚignore people in the library so 
ĚŽŶ ?ƚĚŽŝƚŽŶ&ĂĐĞďŽŽŬ ? 
4) Keep track of your posts  W ǁŚĂƚ ?ƐƉŽƉƵůĂƌĂŶĚǁŚĂƚŝƐŶ ?ƚĂŶĚƵƐĞƚŚĂƚƚŽĐƌĞĂƚĞ
better content in the future 
 ? ?ŽŶ ?ƚďĞďŽƌŝŶŐ- have fun! 
 
Blogs and blogging  
Institutional blogs are a great way to communicate with patrons in a way which is less 
formal than via press release or the main website, but which is still the library imparting 
information in a way it can control.  
The fact that users can subscribe to a blog is particularly attractive for the library  W ŝƚ ?Ɛ
essentially a ǁĂǇŽĨďĞŝŶŐŝŶǀŝƚĞĚŝŶƚŽƚŚĞƵƐĞƌ ?Ɛ routine on a regular basis, with new posts. 
Blogging is also very simple and easy  W often much more so than editing the library website 
and creating new pages.  
What to blog about? 
BecaƵƐĞƚŚĞǇ ?ƌĞƐŽĞĂƐǇƚŽƐĞƚƵƉĂŶĚŵĂŝŶƚĂŝŶ ?ďůŽŐƐĐĂŶƐĞƌǀĞĂǀĂƌŝĞƚǇŽĨĨƵŶĐƚŝŽŶƐ ?dŚĞǇ
ĐĂŶƐƉĞĐŝĨŝĐĂůůǇŵĂƌŬĞƚĂƐƉĞĐƚƐŽĨƚŚĞůŝďƌĂƌǇƐĞƌǀŝĐĞ ? ‘,ĂǀĞǇŽƵƐĞĞŶŽƵƌŶĞǁ ? ? ? ? ?ďƵƚƚŚĞǇ
can also promote the library just by being a useful service in themselves. Book discussions 
and recommendations are perhaps the most obvious blog topic for a public library; relevant 
corporate news and new resources are perhaps the most obvious blog topic for a special 
library; how to use the academic resources on offer is perhaps the most obvious blog topic 
ĨŽƌĂhŶŝǀĞƌƐŝƚǇŽƌŽůůĞŐĞůŝďƌĂƌǇ ?ůůŽĨƚŚĞƐĞ ‘ŐŽ-ƚŽƐƵďũĞĐƚƐ ?ŚĂǀĞǀĂůƵĞ ?
Once established, library blogs can go a little deeper  W for example offering guidance on 
how to use web 2.0 technologies ( ‘Taking your first steps in Social Bookmarking ?), or tying in 
with local or national cultural events ( ‘/ƚ ?Ɛ&ĞƐƚŝǀĂůƐĞĂƐŽŶ W check out our recommendations 
for CDs and Books on music in the 21
st
 century... ?). You can inject a little human interest into 
proceedings (market the personality) by profiling librarians in blog posts, too.  
The mechanics 
It may be that your library already has blogging software, or it may be that you will need to 
create an external blog using free software. The two leading blogging platforms (as well as 
dƵŵďůƌ ?ǁŚŝĐŚǁĞ ?ůůĚŝƐĐƵƐƐƐĞƉĂƌĂƚĞůǇďĞůŽǁ ?ĂƌĞtŽƌĚƉ ĞƐƐĂŶĚůŽŐŐĞƌ ? 
Received wisdom appears to be that Wordpress has a steeper learning curve than Blogger, 
but is more flexible. I would agree with this assessment, but in my opinion the learning 
ĐƵƌǀĞŝƐŶ ?ƚƐŽƐƚĞĞƉĂƐƚŽďĞŽĨĨ-putting, so I personally prefer to use Wordpress. Blogger is 
ƐŝŵƉůĞƌƚŽƵƐĞĂŶĚĂƐŝƚ ?ƐĂ'ŽŽŐůĞƉƌŽĚƵĐƚŝƚŝŶƚĞŐƌĂƚĞƐƐĞĂŵůĞƐƐůǇǁŝƚŚŵĂŶǇŽƚŚĞƌ'ŽŽŐůĞ
tools; howeǀĞƌ ?ŝĨǇŽƵƌůŝďƌĂƌǇďůŽŐŝƐŝŶĂŶǇǁĂǇƐƵĐĐĞƐƐĨƵů ?ǇŽƵ ?ůůƉƌŽďĂďůǇĂƉƉƌĞĐŝĂƚĞ
tŽƌĚƉƌĞƐƐ ?ƐŝŶĐƌĞĂƐĞĚĨƵŶĐƚŝŽŶĂůŝƚǇƐŽŽŶĞƌƌĂƚŚĞƌƚŚĂŶůĂƚĞƌ ? 
Top tips 
Here are some tips for increasing engagement with your library blog: 
x Most importantly, make it infinitely shareable. Your patrons should never have to 
think for more than half a second about how to share your blog  W whether via 
Twitter, Facebook, email, or whatever pertinent platform.  
x Make it easy to subscribe. /ƚ ?ƐĞĂƐǇƚŽŐŝǀĞƉĞŽƉůĞŵƵůƚŝƉůĞǁĂǇƐƚŽƐƵďƐĐƌibe  W and it 
is desirable to build up a captive audience through blog subscriptions. Blogging 
software will have options built in that allow users to subscribe via email or via RSS 
feed-readers  W make sure you explain these options in plain English, rather than just 
putting up an image of the RSS icon and leaving it at that.   
x DĂŬĞƐƵƌĞǇŽƵ ?ƌĞůŝƐƚĞĚ ?,ĂǀĞǇŽƵƌĞŐŝƐƚĞƌĞĚǇŽƵƌďůŽŐĂŶǇǁŚĞƌĞ ?/ƚ ?ƐĂůŽƚĞĂƐŝĞƌ
for Google to find it if you tell Google it exists; same goes for other search engines. 
Also, stick a link on the UK Library Blogs wiki at http://uklibraryblogs.pbworks.com. 
x Get out there. Comment on other blogs AS your institutional blog  W people are 
ŚĂƉƉŝĞƌƚŽĞŶŐĂŐĞǁŝƚŚǇŽƵŝĨǇŽƵ ?ƌĞĞŶŐĂŐŝŶŐǁŝƚŚŽƚŚĞƌƐ ?ƉůƵƐŝƚ ?ůůůŝŶŬďĂĐŬƚŽǇŽƵƌ
blog.  
x Link your social media presence. Twitter is a huge driver of traffic to blogs. Make 
sure you tweet a link to each blog post (depending on your target audience, you may 
wish to tweet one link 12 hours later too, to catch people in different time-zones  W 
you can set this to happen automatically using services like www.future-tweets.com) 
ĂŶĚŝĨǇŽƵ ?ƌĞůƵĐŬǇĂŶĚŽƚŚĞƌƐƚǁĞĞƚĂůŝŶŬƚŽŝƚ ?ǇŽƵ ?ůůŐĞƚĂďŝŐƐƉŝŬĞŝŶǀŝĞǁƐ ? 
x Put a number on it. For whatever reason, a post entitled  ‘5 tips for doing X ? will get 
more views than the same post entitled  ‘Guide to X. ? 
x Ask a question. Blogs are a rare opportunity for libraries to give their patrons 
ownership of something. Ask a question, either in the title of the post or at the end, 
and give them a voice via the comments section.  
x Put your best foot forward at key times. /ĨǇŽƵŬŶŽǁƚŚĂƚǇŽƵ ?ƌĞĂďŽƵƚĞǆƉĞƌŝĞŶĐĞĂ
spike in traffic (for example because of a presentation in which you give the URL, or 
an article appearing with a link to the blog) then make sure there is something of 
really high quality and overall usefulness on the front-page, to lure the new readers 
in and hook them... Then is not the time for your most recent post to be an apology 
about building works creating noise in the library!    
Tumblr 
Tumblr is a short-form blogging platform which officialůǇĐŽƵŶƚƐĂƐĂ ‘ŵŝĐƌŽďůŽŐ ?ďƵƚŝŶ
practice sits roughly in the middle between Twitter and a regular blog. You can write long 
posts as you would on a regular blog, but more generally Tumblr is used to share short 
snippets, quotes, images, videos and audio. dƵŵďůƌďůŽŐƐŚĂǀĞ ‘ĨŽůůŽǁĞƌƐ ?ŝŶŵƵĐŚƚŚĞƐĂŵĞ
way Twitter accounts do, and one-ĐůŝĐŬ ‘ZĞ-ďůŽŐŐŝŶŐ ?ǁŚŝĐŚǁŽƌŬƐŵƵĐŚůŝŬĞZĞdǁĞĞƚŝŶŐŽŶ
Twitter.  
Because of its distinctive nature, Tumblr should be used by libraries in a distinctive way. 
Short, sharp, focused posts work best  W never more than a paragraph or two long  W 
particularly if they are on a specific theme. For example, a new materials blog listing exciting 
acquisitions and new collections would work well on Tumblr, as would a blog showcasing 
digitised images from Special Collections. Not all libraries will need or have use for a Tumblr 
account, but there are some excellent examples of those which do, at 
http://www.scoop.it/t/libraries-and-tumblr.  
Google + 
At the time this book is going to print, the newest social network, Google +, is just beginning 
to be explored by libraries as an opportunity to market to and communicate with patrons. 
dŚĞǁĂǇŝŶǁŚŝĐŚ'ŽŽŐůĞĂƌĞůĂƵŶĐŚŝŶŐƚŚĞƐĞƌǀŝĐĞŵĞĂŶƐŝƚ ?ƐďĞŝŶŐĂŝŵĞd at individuals first 
and foremost (with some predicting that support and functionality for institutional accounts 
ǁŝůůĐŽŵĞůĂƚĞƌ ?ƐŽ/ĚŽŶ ?ƚǁĂŶƚƚŽƚĂŬĞƚŽŽŵƵĐŚƐƉĂĐĞŚĞƌĞŐŝǀŝŶŐĂĚǀŝĐĞǁŚŝĐŚŵĂǇƋƵŝĐŬůǇ
become outmoded. One feature of Google + I can ĐŽŵŵĞŶƚŽŶ ?ŚŽǁĞǀĞƌ ?ŝƐ ‘ŝƌĐůĞƐ ? W this is 
the ability to split up your contacts on the network into different circles of friends, family, 
colleagues, acquaintances and so on. These different Circles then get separate and tailored 
information sent out to ƚŚĞŵ ?^ŽĨŽƌĞǆĂŵƉůĞŝĨǇŽƵǁƌŽƚĞŽŶǇŽƵƌ'ŽŽŐůĞA?ĂĐĐŽƵŶƚ ‘/ ?ŵ
reading a book about marketing  W what do you think is the biggest challenge facing libraries 
ŝŶƚŚŝƐĂƌĞĂ ? ?ƚŚĞŶǇŽƵŵŝŐŚƚĐŚŽŽƐĞƚŽĚŝƐƐĞŵŝŶĂƚĞƚŚĂƚŝŶĨŽƌŵĂƚŝŽŶƚŽǇŽƵƌ ‘ĐŽůůĞĂŐƵĞƐ ?
Circle buƚŶŽƚǇŽƵƌ ‘ĨƌŝĞŶĚƐ ?ŝƌĐůĞ ? 
From an institutional point of view this is an excellent opportunity: in effect it enables 
segmentation, as discussed in the  ‘Strategic Marketing ? chapter. It is a really simple way to 
target specific information at specific groups  W in a way that Facebook or Twitter, for 
ĞǆĂŵƉůĞ ?ĚŽŶ ?ƚƌĞĂůůǇĂůůŽǁǇŽƵƚŽĚŽ ?zŽƵŐĞƚƚŽĚĞĐŝĚĞĞǆĂĐƚůǇŚŽǁŵĂŶǇŝƌĐůĞƐǇŽƵŚĂǀĞ
and what the criteria for each are, so you can divide you patrons and potential patrons into 
different demographics, and market to them accordingly.  
LinkedIn 
LinkedIn is particularly essential in the Special Libraries sector. Social media affords an 
opportunity to go where the conversation is, and business librarians in particular find that 
conversation often takes placed on LinkedIn. Special Librarians often have less face-to-face 
or phone contact with their clients than a public or academic librarian may have with their 
patrons, so as ever social media is an essential avenue to explore.  
In the business sector, Mary Ellen Bates (2011) advocates following (or connecting with) the 
ĞŵƉůŽǇĞĞƐŽĨǇŽƵƌĐŽŵƉĂŶǇŝŶĚŝǀŝĚƵĂůůǇ ?ĂŶĚƚĂŬŝŶŐŶŽƚĞŽĨ>ŝŶŬĞĚ/Ŷ ?ƐƐƚĂƚƵƐƵƉĚĂƚĞƐǁŚĞŶ
ŝƚŶŽƚŝĨŝĞƐǇŽƵŽĨƉƌŽĨŝůĞĐŚĂŶŐĞƐ ?/ĨǇŽƵƌĞĐĞŝǀĞƚŚĞ ‘ƚŚĞĨŽůůŽǁŝŶŐƉĞŽƉůĞŚĂǀĞĐŚĂŶŐĞĚũŽďƐ ?
email and notice someone from your organisation on it, send them a message of 
congratulations. As Mary points out, this may be the only such message they receive on 
LinkedIn, and will make them that much more inclined to think well of the library.   
If you as an institution are connected with as many relevant patrons (and potential patrons) 
ĂƐƉŽƐƐŝďůĞ ?ǇŽƵ ?ƌĞƉƌŝǀǇƚŽŵŽƌĞĚŝƐĐƵƐƐŝŽŶƐƚŽǁŚŝĐŚǇŽƵĐĂŶĐŽŶƚƌŝďƵƚĞƵƐĞĨƵůŝŶĨŽƌŵĂƚŝŽŶ
 W ƚŚĞƵƉƐŚŽƚŽĨǁŚŝĐŚǁŝůůďĞƉŽƐŝƚŝǀĞƉƌŽŵŽƚŝŽŶŽĨƚŚĞůŝďƌĂƌǇ ?/ƚ ?ƐĂůƐŽƵƐĞĨƵůƚŽbring 
ƉĞŽƉůĞƚŽŐĞƚŚĞƌĂŶĚĐĂƚĂůǇƐĞĚŝƐĐƵƐƐŝŽŶƐŝŶǁŚŝĐŚǇŽƵĚŽŶ ?ƚŶĞĐĞƐƐĂƌŝůǇƉůĂǇĂůĞĂĚŝŶŐƌŽůĞ ?
because this can lead to the library being thought of as a place that fosters useful 
relationships. The library as enabler is a powerful message.  
Most people expect their organisation to be on LinkedIn, but they may not expect their 
ůŝďƌĂƌǇƚŽďĞƚŚĞƌĞǁŝƚŚĂƐĞƉĂƌĂƚĞĂĐĐŽƵŶƚ ?/ƚ ?ƐƵƉƚŽƚŚĞůŝďƌĂƌǇƚŽƚĂŬĞƚŚĞŝŶŝƚŝĂƚŝǀĞĂŶĚ
ŵĂŬĞĐŽŶƚĂĐƚǁŝƚŚƚŚĞƌĞůĞǀĂŶƚƉĞŽƉůĞ ?ĂůĞƌƚƚŚĞŵƚŽƚŚĞůŝďƌĂƌǇ ?ƐƉƌĞƐĞŶĐĞ ?ĂŶĚƉĞƌsuade 
ƚŚĞŵŽĨƚŚĞůŝďƌĂƌǇ ?ƐǀĂůƵĞ ?
*** 
Social media is becoming more and more important every month. We have a great 
opportunity to go where our patrons are, and interact with them in a more informal way  W 
hopefully winning a few new patrons at the same time. People turn to social media for 
information more frequently now than they did even a year ago, because every search 
engine brings back about a million hits too many to the queries we type in. So we ask our 
networks instead; we trust humans more than we trust algorithms. Libraries must be there, 
providing good quality information as we have always done, but across new platforms.  
As a minimum, most libraries should be on Facebook and Twitter. Our patrons expect us to 
ďĞƚŚĞƌĞ ?tĞƐŚŽƵůĚŶ ?ƚƐƚĂƌƚĂŶǇsocial media ƉƌŽĨŝůĞƐƚŚĂƚǁĞĐĂŶ ?ƚƌĞƐŽƵƌĐĞŝŶƚŚĞůŽŶŐ
term, but those we do should be conversational, informative, and entertaining. Through 
social media, we can expand the audience to which we can then market the key services and 
resources the library provides.  
*** 
For up-to-date advice on these social platforms and others as they arrive online, go to this 
ĐŚĂƉƚĞƌ ?ƐǁĞďƉĂŐĞ Pǁǁǁ ?ůŝďƌĂƌǇŵĂƌŬĞƚŝŶŐƚŽŽůŬŝƚ ?ĐŽŵ ?Ɖ ?ŵĂƌŬĞƚŝŶŐ-with-social-media.html.  
 
 
 
 
 
 
 
 
  
 
 
 
 
 
 
 
 
 
 
